Abstract
Introduction
Generation Y consumers have emerged as a significant force in the global marketplace (Noble, Haytko & Phillips, 2009 ). This is mainly because they are in the marketplace in large numbers and possess the purchasing power to outperform any other group of consumers (Morton, 2002) . Generation Y individuals have grown up in a consumption-driven contemporary society and have more money at their disposal than any teen group in history (Kennedy, 2001 ). This makes them arguably the largest group of consumers in any economy (Chaston, 2009) . Because of its size and spending power, Generation Y deserves close attention from both the marketing practitioners and empirical researchers (Branchik, 2010) .
Since not every generation is alike, it is of paramount importance that marketers treat individuals and groups of different age cohorts differently (Rempel, 2009) . In finding new ways to market to Generation Y, it is imperative for marketers to have a clear and distinct conceptualisation of these consumers, by being constantly aware of the changing attitudes and trends in this generation (Hughes, 2008) . The rapidity of change in technology makes it necessary to study the consumer behaviour of Generation Y continuously because, as soon as one thinks that one may have an understanding of what this generation wants, those wants will have changed (Kaltcheva & Weitz, 2006) . Generation Y relationships with retail personnel, while ethical shoppers were willing to sacrifice lower prices and wider selections of goods in order to behave consistently with moral beliefs. Finally, the apathetic shopper shopped largely out of necessity, with the shopping activity holding no intrinsic interest.
In contrast to the foregoing classification, the structure of which was largely determined by empirical observation of consumer shopping styles in a comparison between young consumers of United States and Korea, Hafstrom, Chae and Chung (1992) examined the taxonomy of shoppers, theirs being "perfectionism," "value consciousness," "brand consciousness," "novelty-fad-fashion consciousness," "shopping avoider-time saver-satisfier," and "confused supportseeking decision maker". In this taxonomy, perfectionist consumers seek the very best quality products, have high standards and expectations for consumer goods and are concerned with the function and quality of products. Valueconscious consumers are low price conscious, look for the best value for their money and are likely to be comparison shoppers. Brand-conscious consumers are oriented toward expensive and well-known national brands and feel price is an indicator of quality. Novelty-fad-fashion-conscious consumers gain excitement and pleasure from seeking out new things and are conscious of the new fashions and fads. Shopping avoider-time saver-satisfier consumers avoid shopping, make shopping trips rapidly and may forgo some quality for time and convenience. Finally, the confused support-seeking decision maker finds the marketplace confusing; he/she views brands as alike and seeks help from friends (Hafstrom, et al., 1992) to make decisions. Bae (2004) distinguished eight characteristics of consumer decision-making styles: perfectionist, brand conscious, novelty/fashion conscious, recreational/hedonic, price conscious/value-for-money, impulsive/careless, confused by overchoice and habitual/loyal consumers. The perfectionist or quality-conscious consumers have a desire for high-quality products and a need to make the best or perfect choice versus buying the first product or brand that is available. The brand-conscious consumer has the desire to purchase well-known national brands, higher-priced brands and/or the most advertised brands. The novelty/fashion-conscious consumer can be defined as a shopper who is aware of new styles, changing fashions and attractive styling, as well as having the desire to buy something exciting. The recreational/hedonic consumers are shoppers who enjoy shopping as a leisure-time activity. The price-conscious consumers aspire towards the best value, buying at sale prices or the lowest price. The impulsive/careless consumers can be described as shoppers who tend to make impulsive, unplanned and careless purchases. The consumer confused by overchoice feels confused by product choices because of a proliferation of brands, stores and consumer information. Finally, the habitual/brand-loyal consumers are described as consumers who have favourite brands and whose buying habits reveal that they consistently use the same store over time (Bae, 2004) . In summary, consumers display different shopping styles, based upon their individual personalities and characteristics (Bae, 2004) . They may have a unique focus when they enter a store and shop. Some consumers consider a good price and trendy fashion, while others are interested in brand names with high quality. Depending on their wants, consumers customise their shopping styles. Consumer confusion, however, often takes over when they encounter other choices immediately prior to making a specific selection (Mishra, 2010) .
From the foregoing discussion, it can be concluded that there is diversity in consumer shopping styles. However, this diversity appears to be a result of researchers using different bases for conceptualising shopping orientation, and of the diversity of the retail experience and product class researched (McDonald, 1993) .
Research Problem
The underlying determinants of how and why people shop has been a topic of study for many years (Bakewell & Mitchell, 2003) . In the context of Generation Y consumers, research has demonstrated that individuals within this age cohort display differing shopping orientations, thereby provoking the need for more extensive empirical introspection (Jin & Kim, 2003) . More specifically, Generation Y consumers have been brought up in an era when shopping has evolved from being a simple act of purchasing to a highly complex and sophisticated process (Bakewell & Mitchell, 2003) . There are at least three reasons for conducting this study. First, it is possible that Generation Y consumers have developed shopping styles that are different from those of previous generations (Ma & Niehm, 2006; Bakewell & Mitchell, 2003) . Based on that notion, it is necessary to examine if the established shopping styles are applicable to Generation Y consumers as well. Second, shopping styles are an important factor to researchers and marketing practitioners alike, as evidenced through the extensive attention that the subject has received from such stakeholders. This fact suggests that they merit further research on a continuous basis in order to generate current knowledge that updates what is already known. Third, empirical evidence of this subject in the context of South African Generation Y consumers is rare. As suggested by Noble et al. (2009) there is a need to conduct more research on a regular basis to understand the trends in the fast-evolving Generation Y market. It is therefore important that the shopping styles of Generation Y consumers be investigated in order to close this gap in the research and to provide information that enables marketers to understand the behaviour of Generation Y consumers. In the light of the preceding assertions, the current study sought to establish the shopping styles applicable to Generation Y consumers and to determine Generation Y consumers' shopping styles differ based on their age. The study is significant in that its findings may be used to assist marketers to develop and implement strategies that are appropriate in meeting the needs of the Generation Y group of consumers.
Research Methodology

Respondents
The sample used in the current study was composed of 250 Generation Y individuals aged between 16 and 27 years. Respondents were recruited from different shopping malls in the Kempton Park area of Gauteng Province in South Africa. Kempton Park was chosen because of its dominant economic significance to South Africa. For instance, the area boasts a multiracial society with a population of nearly 200 000 people, houses the largest airport in Africa, namely OR Tambo International Airport, has a large and active industrial site and has advanced retailing infrastructure in the form of shopping malls and shopping centres (City of Ekurhuleni, 2011). Moreover, the principal researcher was based in the same locality, an element which facilitated easier collection of data. It is also interesting to note that the sample size of 250 Generation Y consumers is consistent with previous studies (Durvasula, Lysonski & Andrews, 1993; Kim, 2003; Bakewell & Mitchell, 2004; Kwan, Yeung & Au, 2008; Drake-Bridges & Burgess, 2010) , in which similar sample sizes were used to investigate the behaviour of Generation Y consumers, albeit in different contexts. In addition, Generation Y individuals possess the mental and cognitive capacities to respond to questionnaire-type questions (Shoham & Dalakas, 2003) .
Data collection and measuring instrument
In the current study, a structured self-administered survey questionnaire was used to collect the data. Structured questionnaires are advantageous in that they are versatile and facilitate the accurate collection of data, since all respondents are asked the same questions (Tustin, Ligthelm, Martin & Van Wyk, 2005) . The questionnaire was compiled using Likert scales adapted from previous relevant research studies (Gutman & Mills, 1982; Sproles & Kendall, 1986; Fan & Xiao, 1998; Hafstrom et al., 1992; Durvasula et al., 1993; McDonald, 1993; Oh & Fiorito, 2002; Bakewell & Mitchell, 2003 , Parker, Hermans & Schaefer, 2004 Leo et al., 2005) . The questions were developed on a 5-point Likert scale, anchored by 5 denoting strongly agree, 3 denoting moderately agree and 1 denoting strongly disagree. The Likert scale was utilised because it is relatively easy to construct, makes data easy to collect and analyse, thereby making it suitable for surveys (DeVellis, 2003; Kothari, 2009) .
The questionnaire was divided into two sections. Section A consisted of questions related to shopping styles. Section B elicited respondents' demographic information. After its construction, the questionnaire was pretested in a conveniently selected sample of 20 respondents in order to identify and eliminate problems as well as to determine the time for the completion of the questionnaire (Presser et al., 2004) . Feedback from the pretest sample was used to make minor revisions to the questionnaire (Radhakrishna, 2007) . Thereafter, the questionnaire was administered on four consecutive weekends (Saturdays & Sundays) in April 2012. Weekends were selected as they are the busiest shopping days of the week in South Africa (Bowles, 2012) . The shoppers were requested to complete the questionnaires after they had completed their shopping for the day so that valid measures of the time spent could be elicited (Da-Silva, Davies & Naude, 2002; Dhurup, 2008) . Three trained undergraduate third-year marketing students from a South African university of technology assisted in the administration of the questionnaires. During the process of data collection, the research assistants were monitored on-site by the principal researcher. A covering letter which clearly specified that anonymity of the respondents would be guaranteed and that the study was purely for academic purposes was attached to the questionnaire. Of the 350 questionnaires that were initially distributed, 263 were returned. Of these, 13 were eliminated because they were incomplete, which resulted in the 250 questionnaires used in the current study.
Analysis of results
In the current study, the collected data were analysed using the Statistical Packages for the Social Sciences (SPSS MCSER Publishing, Rome-Italy Vol 4 No 14 November 2013 157 Version 20.0). The empirical results obtained are presented in this section as follows: the characteristics of the sample are reported, followed by a report on the validity and reliability of the scale. The results of the factor analysis of the shopping styles of generation Y consumer decision-making styles are then presented, followed by the results of the study's examination of whether there were any significant differences between the established shopping styles and the ages of respondents.
Research Results
Sample composition
The gender distribution in the sample indicates that out of 250 respondents, 85 were males (34%) and 165 were females (66%). The age group 16-20 years formed the highest percentage (49%), followed by the age group 21-24 years (35%) and the age group 25-27 years (16%). In terms of race, 86% (215) of the respondents were black, 8% (21) were white, 4% (9) were Indian and 2% (5) were coloured.
Factor analysis
The shopping styles of Generation Y consumers were determined using Exploratory Factor Analysis. This is a statistical technique used to identify a set of latent (hidden) constructs underlying a battery of measured variables (Norris & Lecavalier, 2009) . It was selected for the current study because it is applicable when the researcher does not have an a priori hypothesis about the factors or patterns of measured variables (Malhotra, 2009) , which is the case in the current study.
To determine whether the data were suitable for a factor analysis, the Bartlett's test of Sphericity and the KeiserMeyer-Olkin (KMO) measure of sampling adequacy were conducted, as recommended by Pett, Lackey and Sullican (2003) . The Bartlett's test of Sphericity was significant at p<0.000, from which it could be inferred that the data set was not an identity matrix with zero correlations and was suitable for factor analysis (Aldlaign & Buttle, 2002) . The KMO measure of sampling adequacy was 0.894, which is considered satisfactory by Malhotra (2010) , signifying that the data were suitable for factor analysis. The percentage of variance explained, the scree plot and eigen value criterion guided the extraction of factors. In addition, items that loaded heavily on more than one factor were eliminated from further scale development. Hence cross-loading was also examined in the factor structure. Items were eliminated either because of cross-loading or low factor loading (<0.50) (Maholtra, 2007) . This procedure resulted in the extraction of seven meaningful factors labelled fashion-conscious consumers, hedonistic consumers, brand-conscious consumers, noveltyseeking consumers, quality-conscious consumers, consumers who are confused by overchoice, and habitual, brand-loyal consumers.
Reliability and validity
The Cronbach alpha statistic was computed to assess the internal consistency of the instrument (Leo et al., 2005) . Reliability tests were conducted on all 41 items. The items that had low or negative inter-item correlation were deleted. Table 1 reports on the Cronbach alpha values for the seven dimensions of Generation Y shopping styles.
The Cronbach alpha coefficients for factors 1 to 7 ranged from 0.836 to 0.961, indicating satisfactory levels of internal consistency in terms of reliability. The seven factors reflected reliability values above the accepted benchmark of 0.70, which, according to Hair et al., (2010) , is regarded as satisfactory. In addition, the reliability of the overall scale was 0.891, which was also considered satisfactory (Bae 2004) . Content validity was conducted in the pretest. To test for content validity, 20 respondents were chosen to participate in the pretest. The inter-item correlation was examined in order to identify low or negative correlations among variables that measured decision-making styles. Subsequently, changes were made to the questionnaire, where several items were deleted, added or re-worded in order to capture the essence of consumer decision making within the context of garment retailing. Construct validity of the scale was assessed by the computation of the Cronbach alpha coefficient for the scale and sub-dimensions of the scale, which was acceptable and an indication of construct validity (Parasuraman, Zeithaml & Berry, 1988) . In addition, factor analysis was performed on each of the seven constructs to determine the percentage of variance that is explained by each factor. Table 2 summarises the factor structure evaluation of the scale. As indicated in Table 1 , seven factors that represent the shopping styles of Generation Y consumers were extracted. The total variance explained by the extracted factors is 70.59% indicating that the other 29.41% is accounted for by extraneous variables that do not constitute part of this study. The high percentage of variance explained also served to confirm construct validity within the scales used.
Analysis of variance between consumers who are confused by overchoice, and age (anova)
Age showed significant differences between consumers who are confused by overchoice (F=5.18, p=0.006) and age of respondents. The analysis of variance showed no significant differences between the remaining six factors and age. The results are reported in Table 3 . As a result of these differences, multiple post-hoc comparisons were undertaken to establish among which age groups there were differences. Both Tukey HSD and Bonferroni tests were used to determine group differences. The multiple post-hoc comparisons are reported in Table 4 . As shown in Table 4 multiple post hoc tests included a comparison of four age group ranges namely 16-20, 21-24, 25-27 , and 25-27 years. Results of these comparisons are examined in the last paragraph of the discussion section.
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Discussion
Factor one, labelled fashion-conscious consumers, was made up of ten items and accounted for 27.01% of the variance. This dimension reflects an inclination towards innovative products and a motivation to keep up to date with new styles and fashion trends. Bakewell, Mitchell and Rothwell (2006) reported that Generation Y consumers are typically very fashionable since they like to buy new and fashionable goods to make themselves visibly fashionable. Generation Y consumers are aware of fashion and show a degree of involvement, as evidenced by high loading on the following variables: "Fashion clothing means a lot to me", "I am an experienced user of fashion clothing", " I usually dress for fashion" and "I go shopping to keep up with the trends". Bakewell and Mitchell's (2003) study among UK consumers found that both adult and younger female Generation Y buyers appeared to be interested in fashion. In addition, they have a desire to bolster their self-esteem through having a "cool" look by being fashionable. Another study conducted on female consumers by Hou and Lin (2006) also demonstrates similar attitudes, reporting that Taiwanese Generation Y females are in general very fashionable; they like to buy new and fashionable goods in order to appear noticeably more fashionable. Factor two was labelled hedonistic consumers, consisted of eight variables and accounted for 11.2% of the variance. Respondents scoring high on this dimension found shopping an enjoyable and pleasant activity. They do not feel that shopping is a waste of time. In addition, they gain excitement from the task of shopping, often by buying something new. Hedonic consumers are associated with the recreational shopping consciousness trait and agree that going shopping for clothing is one of the enjoyable activities in their lives, that they enjoy shopping just for the fun of it, that shopping for clothing satisfies their sense of curiosity and that shopping is an adventure for them. In contrast, the study by Leo et al. (2005) among Australian Generation Y consumers found no support for this dimension. These authors concluded that shopping is generally perceived as a task rather than leisure and that consumers attribute their lack of interest in shopping to the fact that is a waste of time. However, Jamal, Davies, Chudry and Al-Marri (2006) revealed that the primary shopping motivations, especially for clothing, were seen to be both social and utilitarian in nature. Moreover, Radder, Li and Patersen (2006) found that Chinese Generation Y individuals in South Africa view shopping as a fun activity and do not mind spending time shopping at a variety of stores and malls and purchasing the latest styles of outfits.
Factor three was labelled brand-conscious consumers, consisted of six variables and accounted for 9.28% of the variance. The item with the highest loading on this factor is the variable "The higher the price of clothing, the better the quality". This dimension measures consumers' orientation towards purchasing well-known and high-priced brands. Respondents who scored highly on this factor appear to equate higher prices with better quality. Kwan, Yeung and Au (2004) observed that brand-conscious consumers are more likely to purchase expensive international clothing labels which are fashionable. A study conducted by Lysonski, Durvasula and Zotos (1996) also found support for brandconscious consumers among various age cohorts, inclusive of Generation Y. Studies conducted by Leo et al. (2005) and Hanzaee and Aghasibeig (2008) also revealed that Generation Y consumers were both innovative and brand conscious.
Factor four was labelled novelty-seeking consumers, consisted of five variables and accounted for 7.34% of the variance. High loadings on this dimension are: "I usually have one or more outfits of the very best newest style", "I try to get a variety of fashion apparel", and "I shop at different stores and choose different brands." Item loadings on this dimension indicate that Generation Y consumers are likely to look for novelty in their purchase. These results are also consistent with the findings of a study conducted by Sproles and Sproles (1990) , in which novelty and fashion-conscious consumers resemble a perfectionist consumer, but with the important exception that these types of consumers may also have a passive and accepting characteristic. Furthermore, novelty-seeking consumers are likely to buy best-selling brands that are the latest in style at expensive stores (Mokhlis, 2009) .
Factor five was labelled quality-conscious consumers, consisted of five variables and accounted for 5.41% of the variance. A majority of the respondents indicated that quality was their major consideration when making purchase decisions. The highest-loading items on this factor were: "Getting very good quality is important to me" and "In general I try to buy the best overall-quality in clothing". Respondents who scored highly on this dimension seek to maximise quality and to make the best choice. Typically, quality-conscious consumers take time to shop for the best buy and purchase their favourite brands repeatedly, presumably since these represent perceived quality for them (Bakewell & Mitchell, 2003) . These consumers exhibit the perfectionist trait because they take time to shop carefully for the best quality or for the best value for money (Sproles & Sproles, 1990) . Consistently similar results were obtained in a study conducted by Hiu, Siu, Wang and Chang (2001) , which focused on Chinese consumers. Other scholars (Tai, 2005; Radder et al., 2006) also acknowledge the existence of high levels of quality-consciousness among Generation Y consumers in countries such as Hong Kong and China and South Africa.
Factor six was labelled consumers who are confused by over-choice. This factor consisted of four variables and accounted for 5.21% of the variance. Respondents who scored high on this characteristic perceive that the plethora of stores and variety confuses them, making it difficult for them to arrive at the correct buying decision. In addition, product variety and product-related information available to consumers often confuses them. The findings of the current study suggest that some Generation Y consumers find it difficult to select the shop from which to purchase their apparel, given the wide assortment of available brands. However, the combined traits of confusion and saving of time/money are not necessarily a very important factor among Generation Y consumers (Bakewell & Mitchell, 2003) . As revealed by Walsh, Mitchell and Hennig-Thurau (2001) , consumers who are confused by overchoice are likely to experience information overload and, as a consequence, may be less able to make optimal choices. Gonen and Ozmete (2006) also reported that consumers were indecisive in terms of selecting the store to shop at and had difficulties in selecting the products to buy owing to overchoice and often indulged in careless shopping which they later regretted. Contradictory findings were reported by Leo et al. (2005) , where consumers from Western cultures were shown to be more focused on specific products, compared with consumers from Eastern cultures.
Factor seven was labelled habitual, brand-loyal consumers, consisted of three variables and accounted for 5.13% of the variance. Brand-loyal consumers are those who have favourite brands and stores and have formed habits by choosing them repetitively (Bennett & Lachowetz, 2004) . Respondents who scored highly on this dimension identified themselves as consumers who possess strong feelings of loyalty, attaching themselves to a favourite brand. High scores on variables such as "I have favourite brands I buy over and over", "Once I find a brand of clothing, I like to stick to it" and "I go to the same stores each time I shop for clothing", indicate that some Generation Y consumers are habitual and brand-loyal consumers. Sproles and Sproles (1990) asserted that this dimension is associated with serious learning. This suggests that habitual consumer behaviour may emerge from careful learning experiences that lead to positive outcomes, thus reinforcing a repeated buying behaviour pattern which leads to brand loyalty Post-hoc results revealed that differences exist between factor 5 (confused by overchoice) and the following age categories: 16-20 years and 25-27 years; 21-24 years and 25-27 years. Respondents who were in the category of 16-20 years of age (x = 4.28) were more confused by overchoice than those in the age category of 25-27 years (x =3.94). In addition, respondents who were in the category of 21-24 years of age were more confused by overchoice (x =4.38) than those respondents who were in the category 25-27 years of age (x =3.94). These findings indicate that younger generation Y consumers are more confused by overchoice than those that are relatively older. Previous research findings (Bakewell & Bakewell, 2003) concur that younger consumers tend to experience confusion over their purchase choices. Leo et al. (2005) attribute this response to the fact that consumers are often inundated with information and have to contend with the desire to be innovative and more open to change in their purchase decisions.
Conclusion
This study focused on exploring the shopping styles of Generation Y consumers and on determining the influence of age in the shopping styles. The study identified seven pertinent dimensions that characterise the shopping styles of the Generation Y cohort. It emerged that Generation Y consumers are quality conscious, brand conscious, novelty seekers, hedonistic, confused by overchoice, habitual, brand loyal and fashion conscious. In terms of the influence of age in the shopping styles, it was observed that younger Generation Y consumers tend to be more confused by overchoice than those that are relatively older.
The findings of this study have important research and managerial implications. To the field of research, the study makes a contribution to current literature on consumer typologies or shopping styles by proposing an implicit and explicit classification that is applicable to the Generation Y cohort. To marketers, the findings of the study may assist in decision making processes in terms of the capacity to predict the purchasing behaviour of Generation Y consumers. Based on this, appropriate marketing mix strategies that lead to both the satisfaction of Generation Y consumers may then be developed and implemented. This obviously has further implications on meeting organisational goals in areas such as sales and profit maximisation.
Limitations
The selection of mall and shopping centre contexts and the restricted size of the sample is a limitation of the current study in terms of generalisation of the results to other regions and contexts. While the dimensions that were extracted on shopping styles were in congruence with studies undertaken in Western countries, taking into account that South Africa consists of different sub-markets which have distinct characteristics, it would also be unrealistic to generalise the findings revealed in the study to other shopping malls and other areas in the country. In addition, the study employed a nonprobability (convenience) sampling method to select the respondents, since it was difficult to obtain a sample frame of Generation Y consumers to participate in the study. This increased the study's susceptibility to high levels of sampling bias (Whitley & Kite, 2009 ).
Implications for Further Research
The current study is not without implications for further research. Firstly, the study concentrated on Generation Y consumers who were in the 16 to 27 age range. Future research should accommodate other generational cohorts such as Generation X so that valuable information may be obtained to segment markets and to develop appropriate marketing strategies. Secondly, since the current study used the quantitative research design, future research could consider both a qualitative and a quantitative analysis, using triangulation methodology in order to refine the results. Thirdly, similar studies could be replicated in other provinces in order to test the relevance and reliability of the scale. More research studies focusing on consumer decision-making styles representing ethnic cultures from different provinces of South Africa could produce interesting findings. Furthermore, the current study concentrated on fashion apparel. This presents an impetus for researchers to extend their studies to other product types which require extended decision making, such as highly priced products like real estate or motor vehicles.
